Satisfaction in Online Shopping:
Gender Differences in Greece by VLACHOPOULOU, GEORGIA
 
Satisfaction in Online Shopping:  




UNIVERSITY CENTER OF INTERNATIONAL PROGRAMMES OF STUDIES 
SCHOOL OF SCIENCE AND TECHNOLOGY 
 
 
A thesis submitted for the degree of  




Thessaloniki – Greece 
Student Name:  Georgia Vlachopoulou 
SID:  3305180034 






I hereby declare that the work submitted is mine and that where I have made use of another’s 








Thessaloniki - Greece 
ABSTRACT 
This dissertation was written as a part of the MSc in e-Business and Digital Marketing at 
the International Hellenic University. The aim of this study is to investigate the relationship 
between customers and e-satisfaction in Greece and to examine the differences between the 
two genders and e-satisfaction. For this purpose, this study focuses on six measurements that 
affect e-satisfaction. The results that we will extract we expect give better knowledge to the 
marketers about the Greek online customers on the issue of the satisfaction from online 
shopping. In order to get the answers to our research questions we used the data of an online 
survey of 120 people in Greece. The statistical analysis showed that the factors efficiency, system 
availability, order fulfillment, privacy settings and perceived value are positively correlated with 
the customer's loyalty for consumers in Greece and the strongest correlation with customer's 
loyalty have the perceived value and the order fulfillment. Meanwhile male and female react 
differently in terms of the e-satisfaction regarding the factors of “system availability” and “order 
fulfillment”. Finally, regarding the consumers, the factor of having or having not made a purchase 
in the site that was tested did not affect their purchase or repurchase intention from the site. In 
the future, other research can be done on this topic for Greece using a larger sample size and 
running more correlation tests or they could be done in relation to other European countries to 
identify any differences. 
At this point I would like to thank my supervisor Dr. Christo Moridi for all his help, 
patience, and guidance during my dissertation. He helped me in places I did not know, and he 
gave me the opportunity to develop my own initiatives. 
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PREFACE 
Although this work is part of a dissertation, its subject is a personal proposal as my 
intention was to choose a topic that has not been chosen and investigated by many researchers 
and to think of something that concerns people today. What is more contemporary than the 
online shopping and the e-satisfaction, if we consider the days, we experience because of the 
lock down by Covid-19. As a result, my desire to enhance the knowledge that applies to this issue 
in Greece and my desire to help marketers and ordinary professionals who now due to the 
conditions began to have an e-shop led me to overcome any shortcomings in terms of technical 
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In the year 2020 and as a virus (Covid-19) came to change our daily routine the use of 
technology and the work from internet increased rapidly. It was not only the development of 
teleworking that we that we saw starring these days but also the increase of e-commerce as lock 
down and social distancing led to the closure of physical stores and the way out for consumers 
was online shopping.  Even though e-commerce predated the virus as the online shopping was a 
way where you can make your purchases from the comfort of your home 24/7 with this year's 
conditions its necessity was recognized. For the area of Greece, according to a survey conducted 
by the Hellenic E-Commerce Association during the first quarantine in March 2020, the increase 
in e-sales compared to the corresponding week of 2019 reached 134%. (Kafritsa et al., 2020) 
However, according to research, the development of e-commerce globally had already 
begun in recent years as the fast pace of everyday life required it. A Eurostat survey conducted 
in 2019 shows that “7 out of 10 internet users had made purchases in the last year while the 
online shopping in general for the same year compared to 2009 seemed to have increased by 
17%”. (eurostat, 2020) In addition, among the results was the increase of the online shopping in 
Europe and especially among younger ages. (eurostat, 2020) Based on these facts, it is easily 
understood the reason that there are not only companies that operate purely online but also 
companies with physical stores that are creating e-shops to make more profit by attracting a 
larger audience of potential consumers. Especially with the situation of the pandemic, even shops 
that did not have online services necessarily to enhance their profit began to have their own e-
shop. According to (Lee & Lin, 2005), in general when someone haw not only his physical store 
but also an e-shop, he becomes directly  more competitive in the market. 
According to various research, though, the profit and the growth of an online business, is 
positively correlated to the customers satisfaction which motivates them to  return for new 
purchases. (Liu et al., 2008) More and more people related to e-commerce are trying to 
understand and detect what is the main factor that will enhance the satisfaction of their 
consumers. Nevertheless, this is something that proves difficult and quite complex as each 
person reacts variously towards online shopping and as the sense of “satisfaction” is achieved 
and related to different factors for each person. The literature review reveals that a lot of 
research has been done on which variable affects e-satisfaction the most, but the results are 
often different. For example, some consumers may find the delivery services more important to 
feel satisfied after an online buying experience while others how easily could manage the website 
or others whether the product, they ordered, was simply what they expected.  
On the other hand, a factor that marketers have begun to consider in recent years, is the 
gender of the users of an e-shop which can affect not only the choice of products they will buy 
but also whether and to what extent they will be satisfied after the whole buying process since it 
seems that between the two sexes there are different perceptions regarding the criteria that an 
e-shop is satisfactory for the user.  
There seems to be also a diversity between the European countries in relation to online 
shopping, as it was reported in the previous mentioned survey. (eurostat, 2020) This means that 
not all the European countries choose to shop online to the same degree; for example, in 
Romania for 2019 the people that bought online was 29% while the corresponding percentage 
for the UK was 91%. (eurostat, 2020) Corresponding differences between the countries were 
observed during the appearance of the virus, which are analyzed below. (UNCTAD, 2020) As a 
result, we could say that differences in culture may positively or negatively affect the online 
purchase intention of the consumers. According to all these, it seems that the opinions on which 
is the value that will make a customer satisfied with their online shopping differ and, in fact, as 
far as we are aware, although there is evidence that the gender and the culture of a customer 
plays an important role, there is not much research to indicate what will influence a man or a 
woman to make a purchase for the first time or for a repurchase.  
   The aim of this paper is to identify what are the factors that make a consumer in Greece 
feel satisfied from an online purchase as the information we have on this subject in Greece is 
almost nil. More specifically, will be examined if there are differences between the two genders 
regarding their behavior towards online shopping so that marketers in Greece can be helped to 
have better targeted strategies. Chapter 2 reviews the relevant literature on factors that affect 
e-satisfaction both from a general point of view and depending on genders and cultures. In 
Chapter 3 will be presented the definition of the problem that is investigated in this dissertation, 
the methodology of the research along with the tools and the methods based on which we 
conducted it. In Chapter 4 will be presented the results of the questionnaire along with the results 
of the statistical analysis and in the last part will be mentioned all the conclusions and the 
contributions that we can draw from this research. 
2. LITERATURE REVIEW 
   As the number of the internet users has increased in the past few years reaching the 
number of 4,57 billion users (DataReportal, 2020), a growth in the online purchases has been 
noted. This leads every active company in the field of e-commerce not only to seek to attract 
customers but also to make them return to their company for future purchases. A suggestable 
way to achieve this, would be to find in which way their customers would feel satisfied, regarding 
the whole buying procedure. (Pappas et al., 2014) Each company should give as much importance 
as possible to the satisfaction that the customer feels and try to strengthen it because this seems 
to be the key to increase its revenue. (E. W. Anderson et al., 1994) In their work (Rita et al., 2017) 
discovered that there is indeed a relationship between e-service quality and consumer 
satisfaction and between customer satisfaction and repurchase intention. Several studies have 
tried to find out, though, what are the leading factors that can influence and enhance the 
satisfaction of online consumers, some of which agree with each other on certain points while 
others add further factors as important. 
2.1. THE COVID-19 EFFECT IN ONLINE SHOPPING: GENERAL OBSERVATIONS 
It is a fact that the year 2020 will remain in history as the pandemic due to Covid-19 has 
greatly changed our lives and our daily lives. One of the sectors affected is undoubtedly e-
commerce as due to the lock downs and the closure of the physical stores for the public, people 
could only make their purchases online. According to the article of (Bhatti et al., 2020) the virus 
became the reason for the vertical growth of e-commerce, even in a global level. In fact, as this 
article informs us, 52% of consumers chose to avoid purchases in a physical store due to the 
situation, while 36% will continue to avoid purchases in this way by choosing e-commerce until 
they are vaccinated. (Bhatti et al., 2020)  
However, e-commerce did not have such an increase during this period in developed 
countries like Germany or Switzerland (UNCTAD, 2020) but also in smaller ones such as Pakistan 
where e-commerce was in 3% of the whole population when it started in 2000's and now every 
day it has increased by 10% and 15% to the internet users.(Bhatti et al., 2020) It is logical that 
there are not only positives from this rapid growth of e-commerce but also negatives such as the 
delays in the delivery of products or the exhaustion of products.(Bhatti et al., 2020) Regarding 
Greece, in a survey conducted in April 2020, which concerned both the markets during the lock 
down period and after it, when the professionals were asked if they believe that their sales in the 
online stores will increase, most of the answers concerned the provision of offers, the good 
delivery times of orders and the free shipping. (Kafritsa et al., 2020) Therefore we observe that 
some of the factors that affect the e-satisfaction of the consumer from online shopping, which 
will be analyzed below. as for example the delivery methods now play an important role in 
whether consumers will remain happy.  
As in this work we are interested in studying any differences between the two sexes 
regarding e-satisfaction and online shopping in terms of observations in the international arena, 
it seems that due to the virus there were differences in the behavior of men and women 
regarding online shopping. (Susan Meyer, 2020) More specifically, it seems that men have chosen 
the option of online shopping more than the conventional trade while they reported that the 
pandemic has affected the amounts spent on some services compared to women. (Susan Meyer, 
2020) Therefore, even in this unprecedented experience of the pandemic, we see that men and 
women reacted differently. The reasons that may have influenced them will be analyzed below 
along with the factors that may influence positively consumer’s satisfaction, considering data 
from the literature.  
2.2 TRUST  
   According to various studies, the trust that a customer feels towards an online company 
for different factors is the key to the satisfaction and the purchase or the repurchase that the 
customer may do. (Fang et al., 2011) It refers to the trust that one feels when making any 
transaction with another person, that this person will fulfill the transaction responsibly without 
misleading - in our case the consumer -  and by offering his best services. (Qureshi et al., 2009) 
Below are listed some common variables that are related to the sense of trust that customers 
feel and possibly increase the e-satisfaction. 
2.2.1. Trust: Risks and Benefits 
   The feeling of “trust” seems to be as important for new customers who decide to shop 
online as for older ones who want to continue making their purchases from an online store when 
they are satisfied with its service.(Pappas et al., 2014) We can understand the importance of this 
feeling if we consider that a customer who makes purchases online is significantly different from 
a customer who can make his purchases in a physical store. The customer who is in a physical 
store can explore the store, can feel the products with his own hands, try them on and he is 
present during the completion of the payment unlike a customer that wants to buy something 
online; he can only get as much information as he can get for the product or the company from 
his computer or other device. (Fang et al., 2011) In his work (Kim, 2008) reports that trust affects 
both the consumer's willingness to make a purchase and two other important elements: the 
sense of risk he feels when making an online purchase and the feeling that his online shopping 
experience has a positive effect on him. Some of the risks that online consumers face is whether 
and to what extent their personal data are protected, whether the delivery times are the ones 
listed and whether the product reaches them in the same quality as it should. (Kim, 2008) 
Sometimes providing an online store with good delivery services seems to be the most crucial 
factor. (Zeithaml, Valarie A., Arun Parasuraman, 2002) On the other hand, a consumer can benefit 
from an e-shop by saving time, cost or finding a wider variety of products after first trusting the 
specific e-shop for his purchases. (Kim, 2008) 
2.2.2. Trust: Delivery and Payment Methods 
   As already mentioned, one of the risks that online shoppers take is the delivery service or 
in other words, the time it takes for a customer to receive his purchase. Unfortunately, there are 
many times when the package does not arrive on time in the private place of the customer, and 
as a result he is not satisfied. (Guo et al., 2012) A research conducted to study consumers in China 
states that the quality of delivery is among the most important factors in enhancing customer 
satisfaction. (Guo et al., 2012) In fact, it is reported that “in the China Online Shopping Report by 
CNNIC in 2004, 25 percent of Chinese customers were not satisfied due to delayed delivery or 
wrong product delivery”. (Guo et al., 2012) It makes sense, especially for the online consumers 
to express their dissatisfaction  when the product they have purchased is not the right one or 
does not arrive on time as they consider that they have "paid" for this service, in the sense that 
most of the time the products have been already paid by them and the only thing left is their 
delivery. (Ziaullah et al., 2014) When the delivery service is the propriate then the customer trusts 
the company and continues to make his purchases from it. (Ziaullah et al., 2014)  
In the same context, the security of transactions is crucial for the reliability of each e-shop 
against the customer. Most of the time online shopping requires a purchase via a credit card so 
the potential customer is worried about his data being intercepted. (Guo et al., 2012) What 
companies need to do, seems to be to inform that the transactions are protected so that their 
customers trust them and explain the payment process in simple steps so that the customer will 
not lose interest. (Guo et al., 2012) 
2.2.3. Trust: Reputation and Customization 
   The reputation of an online company is a variable that is related to the trust of the 
customer as it is often the one that motivates him to make purchases from a specific retailer. 
(Koufaris & Hampton-Sosa, 2004) The authors (Mumtaz et al., 2011) refer to it in their work with 
the term “branding”. Most of the time consumer’s confidence is built after making at least one 
purchase in a specific online store and so we can assume that a store acquires a good or bad 
reputation for someone. (Kim, 2008) However, the reputation may be the one that will push 
someone who has not bought again, to make his first purchase. (Koufaris & Hampton-Sosa, 2004) 
In their research (Koufaris & Hampton-Sosa, 2004) found that a percentage of new website users 
made purchases for the first time, taking into account the company's reputation for the services 
it provides. On the one hand, the size of the company plays an important role in this, as the larger 
it is considered, the better services it provides to the buyer; without this being the rule as in some 
cases when a company starts to serve bigger part of the market then it cannot easily meet the 
standards of all customers. (E. W. Anderson et al., 1994; Koufaris & Hampton-Sosa, 2004)  
On the other hand the comments of the people who had made purchases and their 
evaluation of the purchasing experience they had seem to be extremely helpful for the others. 
(Koufaris & Hampton-Sosa, 2004) For this reason it seems that any website that offers the 
consumer online chat, reviews from other customers or a part with frequently asked questions 
enhances customer’s satisfaction and possibly leads him to repurchase. (Tandon et al., 2017)  
In addition, it seems that the trust of the customers towards an e-retailer, as well as his 
e-satisfaction increases when he can customize the needs of each customer; and this feature 
seems to attract many times not only old but also new customers to a website. (Koufaris & 
Hampton-Sosa, 2004) It is a fact that when someone decides to make an online purchase, he 
knows exactly what to look for. Because, choosing to do his shopping in this way he wants to 
save, mainly, the time he would waste looking at shop windows in physical stores and possibly to 
achieve better prices; if they cannot find what they are looking for easily and quickly on a site 
they will simply move on to the next one to make purchases. (Tandon et al., 2017)  
2.2.4. Trust: Ease of Use  
  Like the aforementioned factors, the ease of use of a website can increase customer 
trust and therefore contribute to the satisfaction he will feel. Whether and to what extent a 
website is useful has to do with several things like whether someone can easily navigate within 
it, whether he can easily follow the steps needed to make a purchase or return from a “wrong” 
click. Even the design of the page with its graphics play a significant role in whether a customer 
will be satisfied. (Tandon et al., 2017) If the website has pleasant content for the user then he 
will stay connected longer on it and so there is a greater chance that he will be attracted by 
something from the page and make a purchase. (Liu et al., 2008) Accordingly, when the software 
of a webpage is slow the user is not satisfied and there is a risk of losing contact with him if we 
consider that someone enters the process of online shopping to save time and not to lose. (Azam 
et al., 2012; Kim, 2008) In their work (Agarwal & Venkatesh, 2002) divide the category of “ease 
of use” into three meaningful sub-categories; how the site is structured, whether it clearly shows 
where each “click” is intended and whether it provides feedback after each action of the user.    
In addition to what we have already mentioned, a website will be proved reliable to the 
customer if the privacy settings and the transactions between the customer and the website will 
be secure. (Tandon et al., 2017) Ιn this way if an e-shop is characterized by usefulness, any 
consumer would feel more confident to make his purchases and share his personal information 
with it. (Kim, 2008) This was the predominant coefficient for online customers in the research of 
(Szymanski & Hise, 2000)  
2.2.5. Trust: Product Information, Quality, Variety  
   Except of factors such as security, protection of personal data, good delivery service, the 
usefulness of each site along with the functions it provides and the reputation of a company, it 
seems that a decisive role in whether an online user will make a purchase is the products or 
services provided. As in traditional commerce so in the online a customer has some requirements 
from the products, he buys with the main thing to fulfill at least the purpose for which it was 
created if not to prove better. (Guo et al., 2012) As they state in their work (Guo et al., 2012) it is 
very important that the information that are given about the products in an e-shop to be as 
adequate as possible. It was mentioned above that an important difference between traditional 
and online commerce is that the potential customer cannot touch the product and see all the 
details. Therefore, according to a survey conducted in China, consumers are looking for more 
information, descriptions, even photos of a product before buying it. (Liu et al., 2008) Whichever 
company provides all the above makes the customer “happy” during the buying process 
increasing his satisfaction and trust in the company. (Guo et al., 2012)  
One related term is that of “disconfirmation theory”, according to which every customer 
has certain standards or requirements when it comes to the process of buying a product. (Guo et 
al., 2012) If buying and using the product does not meet its requirements then the satisfaction 
he feels is reduced. On the contrary, if the product or service proves to be good or even better 
than the consumer expected, then his satisfaction increases and there is a serious possibility of 
buying again. (Guo et al., 2012)  
Yet, in terms of products the greater variety a store offers the more customers will be 
satisfied after “entering” it or after their purchases as they will have found what they are looking 
for in less time. (Liu et al., 2008) In addition to the variety of products if each e-shop offers better 
prices either through frequent offers or with member cards or by other methods then surely 
customers will feel comfortable making their purchases from it, since ,in addition, to time it will 
reduce for them the cost; something that as we have already mentioned is what those who 
choose online shopping are looking for. (Liu et al., 2008)  
   The factor of “trust” that a customer feels towards a website seem to be crucial for his 
sense of satisfaction. This trust, though, is conditional as we have seen; an e-shop must meet 
certain specifications to maintain its reliability. (R. E. Anderson & Srinivasan, 2003) It is quite 
possible if any of the functionalities of the website does not meet the standards, the customer 
to lose his trust and thus to proceed to subsequent pages to make his purchases. (R. E. Anderson 
& Srinivasan, 2003) On the other hand, if a page manages to gain the trust of the customer then 
it is likely to gain his loyalty. (R. E. Anderson & Srinivasan, 2003) And if also the webpage provides 
fast and easy shopping experience then it won’t be easy to lose contact with its users . (R. E. 
Anderson & Srinivasan, 2003) However, to our best knowledge it has not been determined which 
is the most decisive factor in enhancing satisfaction from online shopping. In the following table 













DESCRIPTION TITLE AUTHOR 
 
- Logistical support 
- Homepage presentation 
Case method and survey among five 
antecedents of online customer 
satisfaction. 
Antecedents of Customer Satisfaction 
on the Internet: 
An Empirical Study of Online Shopping 
 
(Ho & Wu, 1999) 







Survey about online quality service. 
Customers’ perceptions of online 
retailing service quality and their 
satisfaction 
 
(Jun et al., 2004) 
 
 
Expectation and confirmation 
A model about consumer trust and 
satisfaction taking in consideration the 
pre-purchase expectations. 
Trust and Satisfaction, Two stepping 
stones for successful e-commerce 







-Capability of order fulfillment 
-Reputation 
A model tested in two countries about 
how “trust mediates the effects of 
vendor-specific factors on 
customers’ intention to repurchase 
from an online vendor.” 
Understanding online customer 
repurchasing 
intention and the mediating role of 
trust – an 








Information quality and system 
quality 
 
A study to “extend DeLone and 
McLean’s IS success model”. 
Understanding customers’ 
satisfaction and repurchase 
intentions 









-Prior shopping experience 
Questionnaire survey among 
Malaysians to identify the factors 
affecting online shopping and 
satisfaction. 
 
Customers Satisfaction on Online 
Shopping in Malaysia 
 




- Information quality 
-Payment method 
- e-service quality 
- Product quality 








Evaluating Factors Influencing 
Consumer Satisfaction towards Online 









A model to explore the factors 
and consequences of e-satisfaction. 
 
 
E-satisfaction in Business-to-Consumer 
Electronic Commerce 
 




A model to examine “the relations 
among product quality and delivery 
services, e-trust, e-satisfaction and e-
loyalty in China”. 
 
E-Loyalty: The influence of product 
quality and delivery services on e-trust 
and e-satisfaction in China 
 




-Security and Privacy 
Study to examine the factors influence 
the online customers’ satisfaction in 
India. 
Analyzing customer satisfaction: 
user’s perspective towards 
online shopping 
(Tandon et al., 
2017) 
 
Yet, as consumers are humans and multifaceted beings, the concept of e-satisfaction is 
not certain to be influenced only by the factor of “trust” and variables such as delivery services 
or information system. There are factors like gender or culture that we should consider as 
effective as the previous variables for the satisfaction of online consumers. 
2.3. GENDER DIFFERENCES 
   Over the years there has been a small attempt to investigate other factors that may 
influence the consumers’ feeling of satisfaction such as the gender as companies can better 
target the customers to whom they want to address. Although in previous years the use of the 
computer and the internet was done mainly by men as they were more familiar with it compared 
to women, it has been observed the recent years that this difference has decreased and women 
also use the internet for their purchases. (Dittmar et al., 2004) It is a fact that women make up 
the largest percentage of consumers in the traditional trade and that online companies should 
aim to attract them as this will increase their sales. (Zhou, 2007)   
Regarding the different behavior among the two genders, a first implication for  this 
difference may have been relevant to the technical part of the process and the fact that men 
seem to feel more comfortable using a computer and surfing unlike women who do not feel 
confident when using the Internet. (Dittmar et al., 2004) More specifically, many times women 
behave in a more wary way towards online shopping because they believe that the risk is greater 
online than the conventional way of shopping either in terms of the security of their personal 
data or in relation to transactions. (Garbarino & Strahilevitz, 2004) In their research (Garbarino 
& Strahilevitz, 2004) though, found that the risk that women feel they take with online shopping 
may be due to chance and not because women have less contact with computers and the 
internet. Regarding all these, it is logical the aspect that it is mentioned  in the research of (Hasan, 
2010)  that due to the diversity of the two genders e-satisfaction can be either achieved or not.  
2.3.1 Gender Differences: Biological factors 
   Possible reasons for the gender differences in the e-satisfaction according to the 
literature review could be the biological factors as women seem to use their left hemisphere 
more to process information while men the right. (Rodgers & Harris, 2003) For example in their 
research (Rodgers & Harris, 2003) it is reported that men react better when they see the different 
information from a site in the form of graphs while women when they see the information in a 
written text. However, in their research (Simon, 2000)  it is reported that women are more easily 
influenced by the “visuals” on a site than men which is a difference also related to human 
cognitive functions such as memory and information retrieval. The issue about the differences 
between males and females and e-satisfaction though tends to be more complicated and further 
dimensions related to this subject are analyzed below. 
2.3.2. Gender Differences: Online Buying Intention - Factors 
   The findings from the study of (Hasan, 2010) on whether the ambiguous attitude between 
the two sexes affects e-satisfaction revealed that men show a more willing attitude to make 
online purchases compared to women. Also, in relation to the “website trust” men seem to be 
more satisfied than women even if it is quite a paradox that most of the time this is not a 
motivating factor for them to shop online. (Cyr & Bonanni, 2005)  
However, regarding the difference between males and females and their intention to 
shop online, it could be said as a possible explanation the tendency of women to be more 
emotional when shopping as they often rely on the interpersonal relationships they develop with 
saleswomen while men rely mainly on the trust that a company inspires in them. (Hasan, 2010) 
Thus, the lack of interpersonal communication during online shopping seems to play a significant 
role in the lower preference that women show for e-commerce in relation to men. (Hasan, 2010) 
Moreover, women, as mentioned in the work of (Hasan, 2010), like to process a product before 
buying it, mainly by sensing it with their hands or, for example, if it is for clothes, by trying them 
on. Unfortunately, this may not be possible as online companies cannot provide customers with 
virtual reality applications so that they can even virtually try on, for example, clothes. (Rodgers 
& Harris, 2003)  
Following, we are led to another possible reason why women do not often choose online 
shopping; the kind of products that are sold online. (Rodgers & Harris, 2003) Males, on the one 
hand, are more interested in buying electronic products such as computers or other gadgets; e-
commerce has several options in this area and men choose it more often for this kind of 
purchases. (Hasan, 2010) On the contrary females are interested in products that need trying or 
are of daily household use and may not be available in a wide variety online. (Hasan, 2010) As 
mentioned in the study of (Rodgers & Harris, 2003), in short, the difference in whether women 
will be satisfied with online shopping compared to men lies in the “emotionality”. It is more 
difficult for women to choose what the product they will buy will look like, whether it is clothes 
or a household item; they prefer shopping in a physical store as there will be a sales assistant 
who will advise them and will immediately understand their need. (Rodgers & Harris, 2003) Thus 
it is easy to understand the suggestion (Rodgers & Harris, 2003) that in order to enhance the 
“emotionality” an online page should be able to customize the product suggestions according to 
the user’s needs entering it and have a space with product reviews from other users or even a 
live chat with someone responsible for any questions. As a result the consumer’s confidence will 
increase , but most importantly, women will be able to do their shopping more easily and quickly, 
since reading the various reviews of a product or chatting live with someone in charge about the 
features of a product they are interested in buying will make them feel confident and comfortable 
like the purchases in the conventional buying made them. (Rodgers & Harris, 2003) This was 
proved in the research of (Cyr & Bonanni, 2005), where women seemed more reluctant than men 
to make an online purchase as they either did not trust the existing information of each e-shop 
or were looking for even more details to make a decision.  
In addition, among the results of a survey on consumer reaction to reviews under various 
products sold online, it is reported that women gave more basis to negative comments, 
comparatively to men, under the products as they thought it would help them more than the 
positives to decide whether to buy a product. (Bae & Lee, 2011) Another survey among men and 
women found that women valued the recommendation for a product or website from someone 
they knew more compared to men. (Garbarino & Strahilevitz, 2004) and so according to the 
survey each online company that uses as a promotional move to recommend it to someone you 
know seems to succeed when we talk about female target groups.  
Summarizing, in an online article of the Greek newspaper "Kathimerini" the results of two 
approved surveys on e-commerce are presented, giving similarities and differences between the 
two sexes in relation to online shopping. (Newsroom, 2020) More specifically and according to 
the article, the two genders have both similarities and differences. Regarding the similarities, the 
research showed that both men and women make their purchases online as they want to find 
products at cheaper prices with women being more attracted than men in the discount coupons 
offered by e-shops. (Newsroom, 2020) In addition, both genders feel more satisfied when an 
online store allows them to "receive" the product for free, possibly from the company's physical 
store. (Newsroom, 2020) As for the contradictions, it seems that men are looking for what they 
want more targeted in relation to women who compare prices between different brands and are 
more influenced in their decision by social media and the influencers. (Newsroom, 2020) 
Furthermore, men are more concerned with the description of the product in relation to its 
functions while women are looking for photos or videos of the product. (Newsroom, 2020) 
Table 2. Chronologically ordered review table of the literature review on the factors that differentiate 
each gender on the issue of e-satisfaction in online shopping. 
FACTORS OF DIFFERENCE TITLE AUTHOR 





-Women’s “emotionality” and low confidence over 
online shopping 
 




-Women’s more trust to the recommendation of an 
e-shop from a person they know 
 
Gender differences in the perceived risk of buying online and 





-Women’s curiosity about te information under each 
online product 
 






Exploring gender differences in online shopping attitude (Hasan, 
2010) 
-Women’s more attention to the negative reviews 
under a product 
Gender differences in consumers' perception of online 
consumer reviews 
(Bae & Lee, 
2011) 
-Men shop online more targeted than women 
-Men are more interested in the description of the 
functions of a product while women are looking for 
photos or videos of it 
 





   The conclusion that follows from the literature review is that although there are 
similarities between men and women in terms of online shopping, they still have several 
differences between them which significantly affect whether and to what extent they wi ll make 
online purchases. Males seem more familiar and satisfied with the process compared to women 
who still, in a percentage, do not feel comfortable and safe making online purchases. 
Nevertheless, in relation to the variables that affect consumers’ “trust” mentioned above, 
according to the best of our understanding we do not have enough research data to determine 
which e-satisfaction factor comes first in preference for each gender; an information that could 
be seen enough useful for marketers who would like to do more targeted segmentation in their 
target group. 
2.4. CULTURAL DIFFERENCES IN ONLINE SHOPPING 
   A variable that has not yet been studied sufficiently is the culture and how the differences 
of each country affects the sense of satisfaction that a customer feels. For example, some 
research referred to masculine and feminine cultures. A research contacted between Turkey and 
Finland mentioned that in more feminine countries like Finland the consumers are not 
particularly involved with online shopping as people in more masculine cultures, like Turkey, do. 
(Zhou, 2007) On the other hand in a survey on consumer behavior between Turkey and United 
Kingdom among the conclusions were that the British preferred more the online shopping than 
the Turkish maybe due to the more cautious sense of the Turkish about this type of shopping. 
(Sakarya & Soyer, 2013) Furthermore, the results of the research showed that the Turkish 
preferred cash on delivery as a method of payment compared to the British who were more 
willing to use their card where needed. (Sakarya & Soyer, 2013) Another cross-country survey 
found that people in the US are more affected by the design of a website compared to Spanish. 
(Martínez-López et al., 2005) Moreover, a survey conducted on Chinese consumers showed, as it 
was mentioned above, that they give great emphasis on the delivery service, and how much on 
time it will be, as well as customer service and how immediate it will be. (Liu et al., 2008) Already 
through these examples it is understandable that the culture of each online user plays a 
significant role in how he will react with online shopping and which feature will "attract" him. In 
the area of interest of this research which is Greece little to no research has been done. In their 
work (Maditinos & Theodoridis, 2010) have made a search among Greek people examining seven 
factors from literature (“product information quality, user interface quality, service information 
quality, purchasing process quality, security perception, product attractiveness, user’s 
participation”) and how much interfere in their sense of satisfaction after an online shopping 
experience. The results showed that all these factors are related to the satisfaction of the Greek 
consumers with the “product information quality” and the “user interface quality” to take the 
lead among them. (Maditinos & Theodoridis, 2010)  
   A conclusion through the literature review that can be made is that the issue of consumer 
e-satisfaction can be influenced by many factors such as the trust derived from functions and 
features that an online store offers to its user and factors of its "identity" such as gender or its 
culture. Finally, although there are common views on which factor is more important or which 
factor influences the e-satisfaction of a country, no one can say with certainty what is the factor 
that a marketer in online trade should pay attention to, as this issue is multidimensional. Thus, 
this work will try to find an answer and reveal which factor increases the satisfaction of each 
gender from online shopping and more specifically what is the situation among consumers in 
Greece as there is no propriate feedback from the literature, to our best knowledge. In this way, 
the results of this research will be useful to those involved in e-commerce mainly in Greece to 
have more targeted strategies and better selected target groups. 
3. PROBLEM DEFINITION 
   According to a statistical survey by Eurostat (eurostat, 2020) in the last ten years online 
shopping by internet users in Europe has increased sharply and especially in the ages 16-54. This 
research, however, shows that there is no stability in the percentages of people who buy online 
for all European countries as in some the percentage is large (United Kingdom) while in others it 
is very small (Romania). (eurostat, 2020) Already from the literature review we discovered that 
many have dealt with and referred to e-satisfaction as it is a factor that is causally related to the 
increase or not of the sales of an online shop. This factor is related or derived, according to the 
literature, with different variables. Thus, we could conclude that such a large declination between 
the European countries regarding the online customers can be due either to personal beliefs 
about what expectations an e-shop should fulfill in order to satisfy a customer before or after a 
purchase, which are based in his cultural background or due to genetic factors such as gender. 
There is a lot of research that has been done around the world on what factors affect the 
satisfaction that a customer can feel after an online purchase. On the contrary, as mentioned 
above, some studies have tried to correlate the difference between the two sexes with e-
satisfaction. However, there is more reference to the differences between the two genders in 
terms of product selection and the factors that make them buy a product online. According to all 
the information we have obtained so far, it seems that there is nothing that certainly works as a 
factor of satisfaction for women and respectively one for men. This gap that seems to exist in the 
literature together with the minimal research on the corresponding issue in Greece has led us to 
do this research. More specifically, we will try to find out if e-satisfaction is really related to 
purchase intention and if there are differences between the two sexes regarding the expectations 
they have from an e-shop so that they can say that they are satisfied. All this will be examined 
with a focus on Greece since something similar does not seem to have happened again. 
Therefore, the questions that will be taken under consideration in this research are: 
1. What is the relationship between satisfaction in online shopping and customers’ loyalty in 
Greece? Is there a positive correlation? 
2. Are there any differences in the satisfaction from online shopping between the male and the 
female in Greece?  
3. Are there any differences in the e-satisfaction from online shopping between people in Greece 
that had made a purchase in the “amazon.com” and the people that had not?  
   This research, in addition to the prototype of its character, based on the data so far, will 
help with the results that we will receive during the statistical analysis all those who are involved 
in e-commerce in Greece. The “gender” factor may also begin to be taken more into account 
when online companies prepare their strategy regarding the functions and services they will 
provide to their customers and regarding the audience they will try to attract. Respectively, if 
something does not work for a company and the targeted customers are not satisfied with their 
purchasing experience, this research may give valuable feedback and thus the company may 
make some changes on its part that will improve the e-satisfaction of its customers. 
3.1. METHODOLOGY 
   The purpose of the chapter is to present the way in which this research was created and 
conducted. More specifically, in this section will be presented the research questions of this work, 
the method that was used to collect data, based on which tool the data were collected along with 
which tool the results were analyzed and whether there are limitations regarding the methods 
and designing of the research used. According to this information, those who will use this 
research will be sure of its validity. 
3.1.1 Research Questions 
   According to the literature and the information gathered, it seems that the satisfaction 
that customers will feel towards an e-shop, either after a purchase they have made or having 
navigated the site seeing its functions is what will determine whether they will do a purchase or 
if they will return for a second purchase. In addition, it seems that the reaction of men and 
women towards online shopping and their purchase intention differs for various possible reasons 
that have already been mentioned. According to this information in this research the hypotheses 
that will be attempted to be answered are: 
H (1): The satisfaction in online shopping positively correlates to the customers’ loyalty in Greece. 
H (2a): There are differences in the factors that affect satisfaction from online shopping between 
male and female in Greece. 
H(2b): Gender does influence “loyalty” in the online shopping in Greece. 
H (3): The factor of having made a purchase in the “amazon.com” or having not, positively affect 
the loyalty in this website in Greece. 
   With the above hypotheses the research will focus on what applies to the Greek 
consumers since the questionnaire was distributed only to Greek residents and provided that the 
aim of this work is to study the behavior towards e-satisfaction of the Greek online customers. 
3.1.2 Determination of the method of the data collection 
   In order to find the primary data that would help in the analysis of our hypotheses, we 
used as a method of data collection a quantitative method since it would be better to find the 
percentages and the measurements that we needed. More specifically, a questionnaire was 
created whose main body of variables was taken from the literature and had been created by 
other researchers and which had been used many times in relevant research so that our work is 
as valid as possible. The questionnaire was consisted of close-ended questions that the 
participants could answer with a limited set of possible answers or through Likert scale answers. 
Furthermore, the questionnaire was designed through Google Forms application as it was a free 
instrument that we could use to collect enough data at once and the application itself could 
provide us with some useful graphs that we could use later in our statistical analysis.  
3.1.3 Background of data collection instruments for e-satisfaction 
The issue of the satisfaction from the services offered by an online shop has also 
preoccupied other researchers who with various tools tried to find out what is the factor/factors 
that affects customer satisfaction from a purchase they have made online. For example, in his 
work (Dabholkar, 1996) he tried to determine the quality of an online store's services and the 
attitude of consumers towards it by examining five factors, that of speed of delivery, ease of use, 
reliability, enjoyment, and control. The results of his research showed that control, enjoyment, 
and ease of use were related to service quality, in contrast to the speed of delivery and reliability 
that had no influence on service quality. (Dabholkar, 1996)  
Another tool for measuring the quality of services widely used is that of (Parasuraman et 
al., 1985), the SERVQUAL. This tool has been used by several researchers and in fact some have 
used it to evaluate online service quality, however, making some modifications. From these 
modifications one of the most well-known models that was created is WebQual (S.J. & R.T., 2002) 
which focused its attention on the ease of use as a factor that favors the service quality of an e-
shop. The variables of this model are five: that of user-friendliness, design, information, trust, and 
empathy. Another well-known model after the conversion of SERVQUAL is that of eTailQ used by  
(Wolfinbarger & Gilly, 2003) which proposes as factors that affect the online service quality and 
therefore e-satisfaction four variables: those of customer service, privacy / security, website 
design, and fulfillment / reliability. In addition, (Parasuraman, A., Zeithaml, V. A., & Malhotra, 
2005) created two tools in their work to control the e-service quality. The first tool, named E-S-
QUAL and it was related to the e-service quality while the second tool, that of E-RecS-QUAL is 
related to the e-service quality recovery. Regarding E-S-QUAL the variables used were Privacy / 
security, reliability, fulfillment, efficiency, and loyalty while the variables measured through E-
RecS-QUAL were responsiveness, compensation, and contact. (Parasuraman, A., Zeithaml, V. A., 
& Malhotra, 2005)  
A corresponding research with the one we are conducting is that of the (Gounaris et al., 
2010) since in their research they also tried to investigate if the e-service quality influences e-
satisfaction. So, in their research concerning the WOM (Word of Mouth) and data mainly from 
Greece they used the WebQual scale of (S.J. & R.T., 2002) while adding the factors of aesthetics 
and after-sales service, created by (Lee & Lin, 2005). Their results showed that indeed the e-
service quality had a positive correlation with satisfaction and in fact through these two the 
revisits, the WOM communication and the repurchase intention were also affected.  
(Blut, 2016) created a hierarchical model so that there is a higher predictive probability 
for the consumer behavior compared to other existing measurements. His research showed that 
the quality of service interacted with the variables of security and compliance while it was partly 
related to the customer service and web design. (Blut, 2016)  
Regarding the specific research that is done in the context of a dissertation, the tool that 
will be used is that of the ES-QUAL (Parasuraman, A., Zeithaml, V. A., & Malhotra, 2005) as it is a 
tool that has been used by many researchers, it is valid, and it has variables which are clearly 
expressed by questions to both individuals that will participate and the researcher. As this is the 
first time that an attempt will be made to correlate the two genders regarding e-satisfaction and 
it is a research that will try to fill the gap that exists in the literature on e-satisfaction in Greece, 
since there are not many studies, this tool is ideal as it is easy to use and can give important 
results. 
 
Table 3. Chronologically ordered review table of the tools that according to literature are 
proposed for the examination of the e-service quality 








Understanding-Knowing the customer/Tangibles 
 
- (Dabholkar, 1996) Speed of delivery/Ease of use/Reliability/Enjoyme nt 
Control 
WebQual (S.J. & R.T., 2002) User-friendliness/ Design/Information/ Trust 
eTailQ (Wolfinbarger & Gilly, 2003) Customer service/Privacy-Security/Website Design/ 
and Fulfillment-Reliability 
E-S-QUAL (Parasuraman, A., Zeithaml, V. 
A., & Malhotra, 2005) 
Privacy-Security/Reliability/Fulfillment/ 
Efficiency/Loyalty 
e-RecS-Qual (Parasuraman, A., Zeithaml, V. 
A., & Malhotra, 2005) 
Responsiveness/Compensation/Contact 
- (Gounaris et al., 2010) WebQual scale + Aesthetics and After-sales service 
- (Blut, 2016) Website design/Customer service/Security-Privacy 
Fulfillment 
 
3.1.4 Identification of the data collection instrument 
   The participants in our research completed in October 2020 an anonymous questionnaire, 
structured with variables mainly from literature review and some new ones, with the title 
“Satisfaction in online shopping: Gender differences in Greece”.  
As the questionnaire was based on a tool written in English, according to the literature, it 
would not be valid if we tried to translate it into Greek words, since the sample we wanted to 
take for this paper should come exclusively from people living in Greece. Therefore, after the part 
that informed the participants about the reason of the research, the first question was about 
how well the respondents thought they speak English. They had to answer on a scale from 1 (“I 
do not speak English”) to 10 (“I fluently speak English”). Based on their answers, the sample that 
would statistically be studied in the end would be those who had answered with a score from 5 
to 10 so that the results of the research would be as reliable as possible. As the tool that was 
used was the “E-S-QUAL” (Parasuraman, A., Zeithaml, V. A., & Malhotra, 2005)  whose variables 
were made in such a way that they would refer to a site, a well-known site to the most 
participants of our research should be put, according to which they will have to answer the 
questions in the questionnaire. The e-shop that was chosen was the “amazon.com” as it is a well-
known site and has a delivery service, something that is considered in the framework of the E-S-
QUAL. (Parasuraman, A., Zeithaml, V. A., & Malhotra, 2005)  
However, it had to be considered whether the respondents have ever used it to make 
their purchases so that the most accurate assessment of the results can be made. For this reason, 
after the question about how familiar they are with the English language, there was a question 
that asked if they have ever made a purchase from “amazon.com” as well as an encouragement 
to navigate into the site for a few minutes if they had never made a purchase from this e-shop. 
In this way, even if someone had not made a purchase from this e-shop, he would have navigated 
by seeing some of its features such as how quickly he can find what he is looking for, if the prices 
are in his interest, if delivery is provided and more.  
After the contact with “amazon.com”, in the questionnaire that was distributed, six 
categories of variables followed, based on which the specific site would be judged from the 
participants. The first category concerned how efficient the e-shop was. Respondents had to 
answer eight questions using a 5-point Likert scale where 1 was equal to strongly disagree and 5 
to strongly agree. Subsequently, on a corresponding scale, they had to answer four questions 
regarding the system availability of “amazon.com”. The third and the fourth category that they 
had to answer based on the Likert scale mentioned above, consisted of seven questions about 
the order fulfillment and three more questions about the e-shop's privacy. So far, the participants 
have had to evaluate the overall appearance of the website based on the above variables. The 
fifth category that referred to the value that they gained after making a purchase in 
“amazon.com”, such as a better price for the products they were looking for, consisted of four 
questions for which the respondents had to answer on a scale from 1 (poor "value") to 10 
(excellent "value").  
In the last category of the E-S-QUAL framework (Parasuraman, A., Zeithaml, V. A., & 
Malhotra, 2005) that was used in this questionnaire the participants had to answer using a 5-
point Likert scale (1=very unlikely, 5 =very likely) in five questions about their loyalty in this 
website and if they would purchase or repurchase from it after their impressions.  
After the main part and closing the questionnaire there were questions about 
participants' demographic data such as gender, their age - according to the ages highlighted by 
the Eurostat survey (eurostat, 2020) on who buys online -, their education, their monthly income 
- based on the data that were considered to apply to salaries in Greece - and finally their marital 
status. 
3.1.5 Determination of the sampling unit and the surveyed population 
   The questionnaire was distributed only to people who are living in Greece as the purpose 
of this survey is to understand how consumers react to an e-shop, what they are satisfied with 
and what differences there are between the two genders. There was not a limit on the age of the 
respondents or specific categories, in terms of their demographic data, that they would have to 
fulfill, as it would be better for this work to have broad results. More information on this will be 
in the part of the results of this report. 
3.1.6 Determination of sample size 
   To have the most valid results possible, the size of our respondents should be sufficient. 
A valid number of responses for this survey would be between 100 and 150. Thus, the responses 
collected were 120. With this number of answers the results of this research will be as valid and 
true as possible. 
3.1.7 Sampling method 
   The survey contacted mostly through a non-random method, which means that the 
questionnaire was shared with people from the social environment. The reason was, that more 
responses would have been collected in less time. The questionnaire was distributed via social 
media as it was more immediate for more people to respond and via e-mail to the International 
Hellenic University’s students. 
3.1.8 Selection of data analysis techniques 
   To process and analyze the primary data we received from the answers to the 
questionnaire, we used the IBM SPSS Statistics tool. In more detail, after creating the 
questionnaire through the Google Forms platform and after receiving the answers, we 
transferred them to an Excel file, converting the data into numbers so that in the next step the 
necessary statistical analyzes can be done. They were then transferred into the IBM SPSS 
Statistical tool to continue with the data processing. 
3.1.9 Weaknesses of the methodological approach 
   If we wanted to be more valid in this research, we could already identify some weaknesses 
regarding the tool that was used. An issue that we could address is the fact that the survey was 
conducted according to an electronic questionnaire. Someone would wonder if all the 
respondents who answered in the question "If you have ever made a purchase from 
amazon.com" with a “NO” did the process to enter the amazon site and navigate as prompted by 
the next question so as to continue with the remaining questions in the questionnaire. As a result, 
the fact that there was no contact with the participants at the time they answered the 
questionnaire so that it could somehow be checked whether they navigated for some time on 
the site may mean that the answers of these participants were not based on the information 
provided by the site but based on, possibly, the fact that they know “amazon.com” as a brand 
and depending on their beliefs about this brand or stories of acquaintances they answered the 
questions. 
   Also, a parameter that could not bring the desired results for our research is the fact that 
in the part with the demographic information of the participants in the question “Gender” 
beyond the two options “male or female” was added the choice of “prefer not to say” so that, in 
the year 2020, we will be politically correct and no participant is in an unfavorable position 
answering this question, although ,as mentioned at the beginning of the questionnaire, all 
information will be anonymous. Thus, there was a risk that there was a sufficient percentage who 
preferred not to reveal their gender and therefore not to be able to use their answers in the 
subsequent statistical analysis, since the specific research concerns whether there are 
differences between men and women’s satisfaction from online shopping. Nevertheless, 
according to the results, this percentage was quite small (only 1.7% of the answers) so the 
statistical analysis will not be affected by this. 
4. RESULTS 
  In this chapter the results of the answers collected from the questionnaires will be 
processed. After the use of the statistical tool IBM SPSS and the statistical analysis some useful 
results emerged. In addition, in this chapter will be presented descriptively the total answers 
collected from the distribution of the specific questionnaire, the degree of validity of the results 
compared to the literature from which the specific statistical tool was used as well as the analysis 
of the hypotheses as presented in the chapter of the methodology. The purpose of the analysis 
is to show to what extent there is, for the region of Greece, a positive correlation between factors 
that affect the satisfaction of online shopping and the purchase intention of consumers and 
whether there are significant differences between the 2 sexes in terms of these results. 
4.1. QUESTIONNAIRE RESULTS 
   As already mentioned, the participants in this questionnaire were 120 people living in 
Greece as the whole research is examining the satisfaction from online shopping in Greece. 
Starting with a first study of the results, as it seems in Figure 1, the most participants speak 
English quite well, as in the first question where they were asked about how they rate their 
knowledge of English on a scale of 1(“I don’t speak English”) to 10(“I fluently speak English”), 117 
out of 120 participants answered with a grade from 5 and up while 41.7% answered with a 10.  
 
 
Figure 1: The answers of the first question on the level of English knowledge of the participants  
 
   According to this result, which was of the utmost importance for this research and its 
validity, it is eventually certain that the participants could understand the questions and 
answered them even though it was not in their native language.  
   Another question that was especially important both for the statistical analysis of the 
results and for the research in general was whether they have ever made a purchase from 
“amazon.com”. Given that the whole questionnaire is about “amazon.com” and the experience 
of users in it, it is important to know if someone answers with a complete shopping experience 
in mind or if he answers after a simple navigation on the site. Thus, according to the answers 
collected and as it seems in Figure 2, 60% had made a purchase from the specific site and 
therefore their answers will be mostly based on their experience from this transaction and will 
be more accurate. 
 
Figure 2: The responses in the question “Have you ever made a purchase from “www.amazon.com?” 
 
   In the part of the demographic data the information we received according to the answers 
is that 63.3% were women, the ages of the participants were in the age group of 25-54 in a 
percentage of 80.8% while most of them were university graduates or have also done MSc / PhD. 
Regarding their monthly income, 50% of the participants receive a salary of 551-1150 
euros/month, while regarding their marital status, 41.7% is in a relationship and 33.3% are single. 
This information is interesting since in the literature review, we saw that women may seem more 
suspicious of e-commerce. (Cyr & Bonanni, 2005) At the same time, the age group in which most 
of the respondents of the questionnaire were found, was the one that has been dealing more 
with online shopping in recent years due to the literature review. (eurostat, 2020) Yet, the 
information we received regarding the educational level, the salary of the participants or their 
marital status may be related to the requirements they may have from the site such as being 
functional or benefiting from the prices of the products.  
   The main part of the questionnaire, according to the tool used (Parasuraman, A., 
Zeithaml, V. A., & Malhotra, 2005), was divided into three categories: the site’s functionalities, 
the customer's perceived value and the customer's loyalty. Regarding the first category and the 
functionalities about the “amazon's” site, the parameters that were considered were four: the 
efficiency and the availability of the site, the order fulfillment, and the privacy settings. As a result, 
in the part of the questions that concerned how efficient was “amazon.com”, as it is presented 
in Figure 3, on average the respondents “agreed” that it is a site that you can easily find what you 
are looking for, you can easily navigate, it is easy to use and you can easily make a transaction. In 
addition, the information you need to have on the site is well organized while its pages load fast, 
and you can enter the site quickly.  
 
Figure 3: The responses in the questions on “How efficient was the e-shop of Amazon” 
 
  In the part of the questions concerning the availability of the website, that are shown in 
Figure 4, on average the respondents “agreed” that “amazon.com” has a good presence in terms 
of its system availability as it is always available, does not crash, runs right away, and does not 
freeze after you enter the information needed to complete some orders. However, a sufficient 
percentage of the participants “neither agreed nor disagreed”. This could mean that they have 
not been concerned about the system availability or that this answer was chosen mostly by 
people who have not made a purchase from the site and they had only been navigating in it for 
a few minutes due to the questionnaire. 
 
Figure 4: The responses in the questions about the “Amazon’s” system availability  
 
   Regarding the third parameter and the order fulfillment, as Figure 5 informs us, on 
average the participants “agreed” that the e-shop delivers when promised, the products are 
available for shipment within a reasonable time, the deliveries of the products are made quickly, 
it sends the products that ordered, has stock of products that appear available on the platform, 
it is a trusted site in terms of the offers it mentions and its promises regarding delivery are 
accurate. There was, though, a serious percentage in this section of questions, and especially in 
the question “if the site quickly delivers”, that answered neutrally which means that maybe the 
people who had never made a purchase from the specific e-shop or had only once could not say 
with certainty that they agree or disagree with these statements. 
 
Figure 5: The responses in the questions about the “Amazon’s” order fulfillment 
 
   In the last parameter, regarding the first main category of the questionnaire about the 
functionalities of this e-shop, which was related to the privacy settings of the site, on average the 
participants could not answer either positively or negatively in the questions about whether they 
believe that their personal data are protected from this site or whether the information about 
their web-shopping behavior is protected. The general suspicion that people sometimes have 
towards the internet may also play a role in this effect. However, as it is presented in Figure 6, 
regarding whether they agree that the site protects their credit card data, the majority “agreed” 
that the information about their cards are protected. As this is an information for which those 
who had proceeded to complete a purchase from the site would more easily answer, we consider 
that they were satisfied with the security provided to them regarding this part. 
 
Figure 6: The responses in the questions about the Amazon’s “privacy settings” 
 
   In the second major category of the questionnaire regarding the value that the 
respondents gained or that they will gain if they buy something from “amazon.com” most of the 
answers were positive. Most participants agreed, as it is presented in all parts of Figure 7, that 
this site offers affordable prices, it is worth trusting while as a customer you have the control of 
the site and you save money and time. In their highest percentage the respondents rated the site 
on a scale from 1 (where 1 = “poor value”) to 10 (where 10 = “excellent value”) with a grade of 7 
and 8. 
 
Figure 7(a): The responses in the 1st question about the “Customer’s perceived value from the Amazon” 
 
Figure 7(b): The responses in the 2nd question about the “Customer’s perceived value from the Amazon” 
 
 
Figure 7(c): The responses in the 3rd question about the “Customer’s perceived value from the Amazon” 
 
 
Figure 7(d): The responses in the 4rth question about the “Customer’s perceived value from the Amazon” 
 
   In the last category of the ES-QUAL tool (Parasuraman, A., Zeithaml, V. A., & Malhotra, 
2005) used in this survey on customer's loyalty, participants responded positively to whether they 
would recommend this site by saying positive comments to other people or whether they would 
encourage others to trade with “amazon.com” or if they would recommend it to their friends. 
More specifically, on a scale from 1 (= “very unlikely”) to 5 (= “very likely”) on average people 
answered positively with “likely”. In contrary, to the questions about whether they would make 
another purchase in the coming months or whether “amazon.com” would be their first choice 
for future purchases, as it seems in Figure 8, although many said it was “likely”, most remained 
neutral without agreeing or disagreeing. 
 
Figure 8: The responses in the questions about the “Customer’s loyalty in Amazon” 
4.2 STATISTICAL ANALYSIS 
   In this section will be provided the statistical analysis of the results of the questionnaire 
for this survey. As already mentioned, the tool that was used was IBM SPSS as it is an easy-to-use 
tool. The analysis of the results of the specific research consists of the proof of its validity and the 
confirmation or not of the hypotheses that we made as they were presented in the part that 
concerned the methodology that would be followed. 
4.2.1. The management of the data gathered 
 Our first task, after entering the data collected from the questionnaire via Excel file in IBM 
SPSS, was to combine the questions related to each specific e-satisfaction factor and place them 
in a new wider variable so that we have the general picture of the answers of the participants. 
For this reason, 6 new categories of variables were created and studied using the descriptive 
statistics.  
The first one was that of the efficiency, which combined the answers of 8 questions of the 
questionnaire. The results as presented in Table 4 show that 56,7% of the participants “agreed” 
that Amazon is an e-shop that is efficient. 
Table 4. The variable “Efficiency” 
 
 
The next variable that was created by the combination of 4 questions of the questionnaire 
was that of the system availability. As Table 5 presents, 40% of the respondents “agreed” that 
they are quite satisfied by the system availability of the Amazon website. 
                                
Table 5. The variable “System Availability” 
 
Then the next variable that was created was that of the order fulfillment that 
corresponded to 7 questions of the questionnaire used. As Table 6 shows, the 47,5% of the 
respondents “agreed” that the Amazon’s e-shop does what it promises regarding the orders and 
the delivery of the products. However, there is a percentage of 35.8% who could not answer 
positively or negatively to this category of questions. We guess that these answers may refer to 






Table 6. The variable “Order fulfillment” 
 
 
Subsequently the privacy variable was also created, which corresponded to 3 questions 
that the respondents had to answer. As Table 7 shows, 49.2% could not say for sure if they 
thought Amazon had adequate data protection through its privacy settings. Here, as mentioned 
during the first reading of the results of the questionnaire, it may be since many have not made 
purchases from amazon.com so they have not reached the point of using their personal data to 
make a purchase or it may be due to suspicion from people. on the Internet. 
 
Table 7. The variable “Privacy” 
 
The fifth variable that was created was that of the perceived value, regarding 4 questions 
of the online survey and according to Table 8, the most participants gave a score of 8/10 in the 
amazon.com as they believe that they have benefited or will benefit from their purchases on it 
both in terms of money and time. 
Table 8. The variable “Perceived Value” 
 
The last variable created by assigning 3 questions to the online questionnaire is that of 
loyalty, where according to Table 9, the 48,3% of the people that participated in this survey are 
“likely” to do their shopping in amazon.com or to recommend the site to their friends or other 
people. 
Table 9. The variable “Loyalty” 
 
In conclusion, we see that the first readings of the data we received from the answers of 
the online survey are confirmed in their entirety by the descriptive statistics that were made. In 
addition, by creating these 6 broader variables, we can proceed with our statistical analysis and 
discover any correlation between them. 
4.2.2 The validity of the research 
   The next step in proceeding with the statistical analysis of the research was to be sure of 
the degree of reliability of the results we had. So, we used one of the most well-known and widely 
used reliability tests, that of Cronbach’s alpha. (Ursachi et al., 2015)  The purpose was not only 
to check the validity of the results but also to compare the degree of reliability of this research 
with the corresponding one made by the creators of the E-S-QUAL electronic service evaluation 
tool. (Parasuraman, A., Zeithaml, V. A., & Malhotra, 2005)  
In order for the degree of reliability to be satisfactory according to the literature, its value 
should be > 0.7. (Ursachi et al., 2015) If it is even at 0.8 or higher, then we are talking about a 
particularly good degree of reliability. (Ursachi et al., 2015) In their research, Parasuraman and 
Malhotra, who built the E-S-QUAL by checking the degree of reliability between the variables, 
found values from .83 to .94, which means that the degree of reliability was quite good. 
(Parasuraman, A., Zeithaml, V. A., & Malhotra, 2005) As they, also, engaged in their research with 
the evaluation of the services of amazon.com, in comparison with Walmart, it was remarkably 
interesting to see our results.  
For the Cronbach’s Alpha test to be done correctly as well as our further statistical 
analysis, we had to run it separately for each scale in order to have exact feedback. The results 
for the first scale that we wanted to evaluate, which was related to the efficiency of the Amazon 
site, as shown in the Table 10, prove that there is a high internal consistency since the degree of 
reliability is .92 which means not only higher that 0.7 which would be the average but also above 




Table 10: Cronbach’s alpha results for the “efficiency” scale of the questionnaire 
 
 
   Continuing in the same way with the second series of questions of the questionnaire 
concerning the system availability of the Amazon’s website, as we see in Table 11 the result for 
the reliability index is again above the predicted marking a degree of .87(>0.8). 
 
 
Table 11: Cronbach’s alpha results for the “system availability” scale of the questionnaire 
 
 
   In the third scale of the questionnaire, which was about the order fulfillment, the degree 




Table 12: Cronbach’s alpha results for the “order fulfillment” scale of the questionnaire 
 
   In the fourth scale, which was referred to the privacy settings of Amazon’s website, even 
though the number of items that had to answer the respondents, as shown in Table 13, was quite 
low (number of items=3) it seems that did not affect the validity of the results since Cronbach’s 
alpha degree is .81. 
 
Table 13: Cronbach’s alpha results for the ‘privacy settings” scale of the questionnaire 
 
 
   Respectively for the fifth scale of the questionnaire regarding the perceived value that a 
customer may gained while shopping from amazon.com even though the items were only 4, the 
degree of validity did not get affected as it is .86 and again higher than the average 0.7 as it is 




Table 14: Cronbach’s alpha results for the “perceived value” scale of the questionnaire 
 
 
   Finally, in Table 15, the last scale of the questionnaire regarding the loyalty of the 
customers for Amazon, things did not change, as the Cronbach’s alpha degree was .89, which 
means that the internal consistency is remarkably high. 
 
Table 15: Cronbach’s alpha results for the “loyalty” scale of the questionnaire 
 
 
   A general conclusion after using Cronbach's alpha as a reliability test in each scale is that 
the questionnaire is quite reliable since the reliability degree ranged from .81 to .92 and even 
agrees with the results of Parasuraman and Malhotra. (Parasuraman, A., Zeithaml, V. A., & 
Malhotra, 2005) 
 
4.2.3 Hypotheses Testing 
   Starting the main part of this research which concerns the testing of the research 
hypotheses mentioned in the part regarding the methodology that would be followed, we could 
not omit the normality check of the variables that we want to examine to see if there is a normal 
distribution or not. In this way we will be able to choose the appropriate statistical tools to 
examine our research questions. Using the IBM SPSS statistical tool and after we did the test of 
normality, as we see below in Table 16, the data do not follow the normal distribution as the p-
value is <.05 for all variables and according to Kolmogorov-Smirnov and Shapiro-Wilk. 
 
Table 16: The results of the normality test 
 
 
   Proceeding with the first research question we wanted to examine whether the 
satisfaction from online shopping positively correlates with the customer's loyalty regarding the 
area of Greece that we want to study through this research. In order to study this hypothesis, we 
first considered that the variables we used in the questionnaire which related to the efficiency of 
a site (here specifically of “amazon.com”), system availability, order fulfillment, privacy settings 
and perceived value were all the factors that compose satisfaction from online shopping because 
as we saw through the literature review e-satisfaction is a multidimensional concept. So, having 
this as a fact we needed to see if these factors have a positive correlation with customer's loyalty. 
Therefore, for the case 
Null Hypothesis (a): For the factors efficiency, system availability, order fulfillment, privacy 
settings and perceived value there is no statistically significant relationship with the consumer's 
loyalty of consumers in Greece. 
with the alternative hypothesis of: 
H (1a): For the factors efficiency, system availability, order fulfillment, privacy settings and 
perceived value there is a statistically significant relationship with the customer's loyalty of 
consumers in Greece. 
a Spearman non-parametric correlation analysis was applied.  
According to the results as shown in Table 17, the significance p-value of the variables 
reported in H (null) in relation to customer's loyalty are <0.01 and <0.05 and therefore these 
correlations are statistically significant. This means that we reject the null hypothesis and accept 
the H (1): For the factors efficiency, system availability, order fulfillment, privacy settings and 
perceived value there is a statistically significant relationship with the customer's loyalty of 
consumers in Greece. In addition, studying the Spearman correlations coefficient of customer's 
loyalty with the other variables we see that: 
a. the correlation of “customer’s loyalty” and “efficiency” = 0,27 which is a weak positive 
correlation, 
b. the correlation of “customer’s loyalty” and “system availability” = 0,35 which is a weak positive 
correlation, 
c. the correlation of “customer’s loyalty” and “order fulfillment” = 0,44 which is a moderate 
positive correlation, 
d. the correlation of “customer’s loyalty” and “privacy settings” = 0,32 which is a weak positive 
correlation and  
e. the correlation of “customer’s loyalty” and “perceived value” = 0,53 which is a moderate 
positive correlation.  
 
Table 17. The results of Spearman rho correlations 
 
    
The conclusion we draw is that there is a positive correlation between the variables that 
compose e-satisfaction and customer's loyalty, however the variables that have the strongest 
correlation with customer's loyalty are the perceived value and the order fulfillment. In other 
words, we can say that these two variables play an important role for online customers to make 
a purchase again from an e-shop. 
   Regarding the second research question, the first part that we wanted to examine is 
whether there are differences in the answers given by the two genders. Since there was, as 
already mentioned, an option in the questionnaire not to answer the question about gender  
(“prefer not to say”), the answers that were statistically analyzed were 119 instead of 120 which 
was the total number of the respondents, as this answer was given from one participant. As we 
saw previously, the variables we want to examine do not follow the normal distribution. As a 
result, we proceeded to a Mann-Whitney Test, which is a nonparametric test. Therefore, for the 
case: 
Null hypothesis (b): The means of the answers between male and female in Greece regarding the 
factors of e-satisfaction as given using the E-S-QUAL tool (values of efficiency, system availability, 
order fulfillment, privacy settings and perceived value) are equal.  
and the alternative hypothesis of: 
H (1b): The means of the answers between male and female in Greece regarding the factors that 
affect e-satisfaction, as given using the E-S-QUAL tool (values of efficiency, system availability, 
order fulfillment, privacy settings and perceived value) are different. 
the results, as we can see in Table 18(a), showed that there is no statistically significant difference 
in the mean values of the two groups under consideration for the values of efficiency, privacy 
settings and perceived value and we cannot reject completely the null hypothesis, since: 
a. the p-value for “efficiency” = 0,849 > 0,05 
b. the p-value for “privacy settings” = 0,443 >0,05 and 
c. the p-value for “perceived value” = 0,640 > 0,05. 
   On the other hand, regarding the variables “system availability” and “order fulfillment” 
according to the results, it seems that there is a statistically significant difference in the mean 
values of the two genders, provided that the p-value for “system availability” = 0,024 < 0,05 and 
the p-value for “order fulfillment” = 0,008 < 0,05. The meaning of this analysis is that the results 
we have cannot be explained by the factor of "luck" but there is a connection between them. 
This result gives us important information since we found differences in the answers of the two 
sexes to the questions concerning these variables and this may be a confirmation for the piece 
of literature that refers to different attitudes of men and women towards e-commerce and what 
they are looking for. In fact, in Table 18(b) it seems that men have a higher mean rank than 




Table 18(a). The results of Mann-Whitney Test about genders’ differences in e-satisfaction 
 
 
Table 18(b). The results of Mann-Whitney Test about genders’ differences in e-satisfaction 
 
 
For the second part of the second research hypothesis, we wanted to examine if gender 
has an influence in customer’s loyalty. In this way we will be able to complete our assumptions 
regarding the area of Greece as to whether there are differences between the two sexes in the 
part of e-satisfaction and whether the “gender” factor affects loyalty. Therefore, the case is that: 
Null hypothesis (c): Gender does not influence loyalty regarding the customers in Greece. 
and the alternative hypothesis of: 
H(1c): Gender does influence loyalty regarding the customers in Greece. 
Proceeding with the statistical analysis, in order to check if there is a relationship between 
dependent and independent variable, we run another nonparametric test, that of the Chi-square 
Independence test. As we observe in Table 19, according to the results and due to the small 
sample size, we cannot rely on the Pearson p-value as there are 5 cells that have expected count 
less than 5 and therefore our results will not be as accurate as would be preferred. For this reason 
and to have more precise results we used the Fisher's Exact Test to make our hypothesis decision. 
Thus, according to Fisher's test, as we can see, we cannot reject the null hypothesis as p = 0.74 > 
0.05 and therefore it seems that gender does not have an effect in customer's loyalty for the 
Amazon's e-shop. 
 
Table 19: The results of the Chi-square test and the Fisher test for the dependence of loyalty on 
gender 
 
Concluding the statistical analysis with the third research question we wanted to examine, 
if the factor of whether someone has bought something again from this specific site or not affects 
his loyalty over “amazon’s” e-shop. We wanted to examine this relationship as according to the 
answers we received from the questionnaire 72% of the respondents had made a purchase from 
“amazon.com” at some point. The way to evaluate the relationship between the two variables is 
by running a Mann-Whitney test. Therefore, for the case:  
Null hypothesis (d): The means of the answers between people who had made a purchase before 
from “amazon” and those who had not regarding their loyalty towards the e-shop are equal.  
and the alternative hypothesis of: 
H(1d): The means of the answers between people who had made a purchase before from 
“amazon” and those who had not regarding their loyalty towards the e-shop are different. 
the results, as we can see in Table 20(b), showed that there is no statistically significant difference 
in the mean values of the two groups under consideration for the variable of the loyalty towards 
an e-shop. The reason is that the p-value = 0,61 > 0,05 and therefore we cannot reject the null 
hypothesis. This means that whether someone in Greece has made a purchase from “amazon” 
or not does not have an influence on whether they will recommend it or not to someone else or 
whether they will want to (re) purchase from the specific website. 
 
Table 20(a). The results of Mann-Whitney Test about loyalty and purchase factor 
 
 
Table 20(b). The results of Mann-Whitney Test about loyalty and purchase factor 
 
5. DISCUSSION 
This research was designed to explore gender differences in the customer’s e-satisfaction 
and give a wider knowledge about which factors affect consumer satisfaction in Greece. Also, the 
purpose of this study was to reinforce or not information obtained from previous relevant 
literature studies.  
According to relevant research such as the one that (Rita et al., 2017) conducted, the 
customer satisfaction is directly related to the repurchase intention. In the specific research 
regarding people in Greece, the results seem to agree with the work of (Rita et al., 2017) as it 
seems that all the factors that were put under consideration and were related to the efficiency, 
the system availability, the order fulfillment, the privacy settings and the perceived value are 
positively correlated with the loyalty of the customers or else the (re) purchase intention. In fact, 
it seemed that the variables that have the greatest relationship with loyalty were the order 
fulfillment and the perceived value. By “order fulfillment” we mean the services related to the 
orders in an e-shop and more specifically to the availability of the products, the orders to be 
correct and the time for the delivery of the products to be done in a reasonable time framework. 
A similar result was found in the research conducted in consumers in China by the (Guo et al., 
2012) who stated that among the factors that should be taken seriously under consideration  
when we refer to e-service quality and customer satisfaction is the quality of delivery and the 
ability of the customer to receive his order correct and timely.  Still referring to the term 
“perceived value” that in this research we saw that is related more than other variables to e-
loyalty, we mean the benefit that customers have by making their purchases from an e-shop. 
Here it seems that Greek consumers recognize the economical prices offered by amazon.com 
and the time they save by making their purchases on this site. The work of (Kim, 2008) according 
to which a consumer prefers to make his purchases online and not from a physical store, due to 
the fact that he saves time and money because of the offers, agrees with our results. 
Consequently, we can state that for the area of Greece, when an e-shop provides its customers 
with good quality delivery services and with motives to make their purchases using offers or 
discounts is what leads consumers to return to a site again for purchases.  
According to (R. E. Anderson & Srinivasan, 2003) if some of the services offered by an e-
shop do not meet the standards of the consumer then the site is less likely to win consumer 
loyalty. Studying in this work the two genders in Greece and their behavior in terms of what they 
are looking from an e-shop so that they are satisfied we noticed that although it does not seem 
their loyalty to be affected by their gender, it seems to have different opinions in terms of order 
fulfillment and system availability. This means that if one of the five factors that we consider to 
be related to e-satisfaction from online shopping either order fulfillment or system availability 
does not meet the standards mostly for men probably they will not feel satisfied or return to the 
site. So the suggestion that (R. E. Anderson & Srinivasan, 2003) did that all the services provided 
by an e-shop should be of good quality in order to attract customers seems to be relevant with 
the results of our research.  
Finally, the results of our research for Greece showed that it does not affect the loyalty in 
an e-shop (amazon.com) whether someone has made purchases from it again or not. This means 
that a customer in Greece can recommend a company to an acquainted or friend even if he has 
not made a purchase. (Pappas et al., 2014) had a corresponding finding in their research, 
according to which the trust offered by an e-shop plays a particularly important role in the (re) 
purchase. As a matter of fact, it does not matter if someone is a new customer or old to make a 
purchase. The fact that the loyalty on amazon.com did not seem to be affected by whether the 
participants in Greece have made purchases again or not from this site may be due to the fact 
that it is a well-known site, a well-structured site, with high quality functionalities that inspire 
confidence in the user. In their research (Gremler et al., 2001) also claim that the trust that 
inspires a site is linked to the recommendation that someone may make to an acquainted. 
Finishing, we could say that this is the importance of the good reputation for an online store in 
order to attract customers based on the services it offers. (Koufaris & Hampton-Sosa, 2004) 
Amazon is one such site. 
6. CONCLUSIONS 
The purpose of this dissertation research was to contribute to the part of satisfaction from 
online shopping for the Greek side as according to our knowledge not many studies have been 
conducted on which factors are more important for the Greek consumers when buying online. In 
addition, this research was the first attempt to identify whether there are differences between 
men and women in Greece regarding their behavior towards online shopping and what is the 
factor that will make them feel satisfied after an online purchase.  
According to the ES-QUAL tool that was used, the factors that were checked if they play 
an important role in consumer satisfaction from an online purchase were the efficiency, the 
system availability, the order fulfillment, the privacy settings, and the perceived value in relation 
to consumers’ loyalty.  Our results showed that in this research regarding Greece all five factors 
are positively correlated with loyalty towards an e-shop. Therefore, we can conclude that 
someone who will have an e-shop addressed to the Greek public should have taken care that he 
would provide customers with a functional site, which would be easy to navigate on it, that would 
have a system of personal data protection ensuring the transactions, with good delivery services 
and that would offer to the consumer easy purchases and low prices. In this way it is possible for 
a site to gain consumers’ loyalty in Greece. 
Regarding whether the two genders in Greece differ in terms of satisfaction from the 
online shopping according to the results we received it seems that there are no statistically 
significant differences in most factors responsible for satisfaction but only in system availability 
and order fulfillment while in in general, gender did not appear to affect consumers’ loyalty for 
the “amazon” site that we used for our research. This means that the two races in Greece have 
different requirements regarding these two factors and this should be considered by marketers 
so that appropriate changes are made so that both races are satisfied. Finally, it seems that for 
consumers in Greece, it may play a significant role if a site is widely known and has a good 
reputation for its services, so that someone thinks of making a purchase from it or recommending 
it to someone close to him, even if he has never made a purchase from it, since in the end 
whether someone had made or not a purchase from “amazon.com” did not influence his loyalty 
towards the site.  
With the results of this work, we hope that we helped to reduce the gap in the literature 
on e-satisfaction in Greece and gave the impetus to the researchers to do other relevant surveys. 
As online shopping came into our lives even more actively due to Covid-19, the information we 
provided may be an important help for people involved in online shopping in Greece and beyond, 
so that they can do their job better and more targeted. 
Although this work presented some statistically significant results it has some limitations 
which should be taken into consideration like the fact that the survey was conducted on a small 
sample of the population. Another limitation would be that we cannot be sure if respondents 
who said they had not made a purchase from “amazon.com” navigated into the site as they were 
urged to see the services it offers and so the answers in the questions by those respondents could 
be biased from the overall reputation of the site. Therefore, in a similar case, it may be good to 
be in the same place with the participants to observe if they will enter the site and will be 
navigated and then give them to answer the questionnaire. 
In conclusion, according to this work, other studies can be done that would further study 
e-satisfaction in Greece and the gender differences, using different tools from the E-S-QUAL and 
a bigger sample size, so that we have a more global opinion on the subject. In addition, the 
satisfaction in Greece could be compared with other corresponding European countries so that 
someone who has an e-shop addressed to both Greece and Europe can adapt the needs of the 
consumer based on the country in which he is located and his gender in order for the e-
satisfaction to be possible. Finally, as we are in an era where many people do not want to reveal 
their gender or are members of the LGBT + community, it would be interesting to see how this 
choice affects e-satisfaction from online shopping. In our research, although there was an option 
for someone not to answer the gender they are, it did not play a role in our statistical analysis as 
the answers of this kind were negligible. 
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